Exploring value co-creation in Fan Fests: the role of fans
Major global sporting events, such as the Olympic Games and the FIFA World Cup, involve millions of spectators. Some travel to the event itself often purchasing tickets to get into the stadium; some stay in their own homes and watch the action on television. Others however choose a third environment (Bale 1998) , somewhere both conceptually and geographically, between the stadium and the home. Recently major sporting events have witnessed the emergence of a new third place; the 'Fan Fests', also referred to as 'Live Sites', 'Fan Zones' and 'Fan Parks'.
Although research remains comparatively limited, though increasing, the comparative recency of Fan Fests is of academic and marketing interest alike for two key reasons. First, due to their unique commercially-constructed and socially embedded nature, Fan Fests manifest postmodern theaters of consumption (Firat and Dholakia, 1998) , or service/brand enclaves where varied resource integrating actors (organizers, teams, sponsors, police, the city council, charities, and of course fan communities) can co-exist and co-create value.
Second, and in a similar fashion to brandfests (MacAlexander and Schouten, 1998) , branded retail spaces , or any type of bounded experiential context (Carù and Cova, 2007; Carù and Cova, 2015) including tailgates (Bradford and Sherry, 2015) , Fan Fests is marketing phenomenon worth investigating as it not only emphasizes the ability of marketers to use spectacle to overwhelm consumers (Firat and Dholakia, 1998) but also it brings forward the central role of consumers in such co-creative service setting.
Whilst recently have scholars turned their attention over how value is co-created across various context-specific service environments (Vargo and Lusch 2016; Uhrich, 2014; Zagnoli and Radicchi, 2010; Anker et al., 2015) including music (Chaney, 2012 ;) sports (Woratschek et al., 2014; Stieler et al., 2014; Stieler et al, 2015) , and the fine arts (Crossland, fans on value co-creation in such 'third' places of sport consumption. Our paper takes up this challenge and explores the still evolving nature of the Fan Fest. Here, a primarily consumer and participant focused approach is used to explore the experiences of a Fan Fest, addressing questions of event construction, participation, organisation and consumption to enlighten our understanding on the role of fans in value co-creation in such sport service settings. Drawing on perspectives from the Service Dominant Logic (SDL) (Vargo and Lusch, 2016) and Consumer Culture Theory (CCT), we illuminate how value is co-created in Fan Fests and the role of fans in such process.
The remaining of the paper is structured into four sections. First, a brief history, analysis and review of Fan Fests is presented, drawing on the literature and focusing on their development and the issues that they raise for sports value creation and research. Secondly a discussion of the methodological approach to this study is provided. An analysis is then presented of the Bordeaux Fan Fest for the UEFA European Championship in 2016. Finally, conclusions are drawn. Bale (1994) , in discussing the 'futurescapes' of modern sport, remarked the early sighting of what now might be described as a Fan Fest on a new phenomenon that had occurred in Denmark in 1992 during a match between Germany and Sweden in the European football championships held in Gothenburg, Sweden, when thousands of Danish fans watched the match in a large, grassed, open space in Copenhagen (Denmark) on huge television screens.
The evolution of Fan Fests
While many other fans watched the game in the stadium itself or at home on television, this mass of people collectively engaged in a communal sport consuming space, other than a stadium. for value creation in sports occurred at the 2000 Olympic Games in Sydney, when the organizers focused on event augmentation using cultural and arts festivals as a marketing tool around events, thus enticing more people to visit the host country. Garcia (2001) mentions the festive street atmosphere created by LiveSites! which were highly praised as the real success of the Sydney Olympics, enhancing and channeling the essence of the country and the Games. Frew and McGillivray (2008) claim that the EURO 2004 football tournament in Portugal was the first time Fan Fests were widely implemented at a major football event.
However it was not until 2006 at the FIFA World Cup in Germany that the phenomenon was actively embraced by event organisers and other stakeholders and gained widespread media attention (Weed 2010) . FIFA created its own formalized version of the concept and developed twelve sites in major German cities. This ignited interest in the concept (FIFA claim 18m visits and 15k press accreditations to these Fan Fests -FIFA World 2009) and signaled a shift towards the importance of the fan, as the event 'co-creator' or 'performer' (Frew and McGillivray 2008) .
Despite practical developments, academic researchers began to show interest in the phenomenon later on often approaching it from various angles including urban entrepreneurialism, branding and security (Klauser 2011) , city eventization and security (Hagemann 2010) and 'fan choreography' as a governing mechanism (Lauss and Szigetvari 2010) . Fan Fests were characterized as formalized, structured, captured enclaves ('deliberately standardised'), serving 'unlucky supporters'; though others note they also serve broader purposes (Klauser 2011 ) including a positive image of the host country (Frew and McGillivray, 2008) . For Fox (2006) , Fan Fests consist of a less sterile and less organized environment than the stadium, as certainly there is far less rigid segregation in a Fan Fest than inside football match stadia. Inglis (2001, p39) argues that stadiums have become 'sanitised', as spectators appear to be more apprehensive and timid, at the same time being tempted into becoming 'consumers' rather than spectators or even 'fans'. Crawford (2004) identified the change to all-seater football stadia, that occurred as a result of the Hillsborough disaster in 1989, as a fundamental shift which, as a consequence, has seen stadia become 'placeless' (Bale 1993) , while Bale (2000) worries that the future of sport spectating will occur in 'leisure zones', which he deems as safe, controlled and predictable surroundings, i.e. the antithesis of both sport and stadia in history. The next part draws on theoretical perspectives from SDL and CCT to consider Fan Fests as a modern value co-creation sport service ecosystem where various integrating actors co-exist to co-create value.
Fan Fests as value creation service ecosystems
Our review of the development of Fan Fests over the years reveal that Fan Fests have become managed, controlled ecosystems (service enclaves or servicescapes) often forming a component of the bidding process for sport events and following the official rules and protocols. Fan Fests have to be 'clean' (i.e. no in-situ branding or advertising) service spaces, with their own security and rules, providing their own sales and marketing opportunities. Figure 1 presents Fan Fests as a value co-creation ecosystem. Here we adopt an SD logic view of value, 'value-in-context', where context refers to a "set of unique actors with unique reciprocal links among them" (Chandler & Vargo, 2011, p. 40) and value is a product of exchange and co-creation between various resource integrating actors (Vargo and Lusch, 2016 (sponsors, organizers, the police, local businesses) including the consumers (fans) whose role is not restricted in receiving value but instead activating and co-creating value offering (Vargo and Lusch., 2008; .
Such value co-creation is thus multidimensional. One hand, exclusive branding and sales are part of the process, with the corporate partners gaining exclusivity (and a larger, captive market) and the host cities marketing and promoting themselves via the broadcast media. On the other hand, brand interaction and entertainment provide mechanisms for engagement, with the participants co-creating the event for the media and themselves, and often capturing it to show, via social media, how and where they 'consumed' the event (Crawford 2004) . In Hagemann's (2010) terms, the city becomes the stadium, with Fan Fests being temporary privatized versions of the 'real thing'.
-Insert Figure 1 hereRegardless of SDL, Fan Fests are of interest from a consumer culture (CCT) perspective as well for two reasons. First, Fan Fests are fan-driven 'third places' of sport consumption or hermetically enclosed/sealed brandfests with careful planning and monitoring for security reasons (Klauser, 2011) . Such brandfests have unique powers in cultivating brand equity through facilitation of extraordinary consumer experiences (Arnould and Price, 1993) including opportunities for personal growth, management of perceived risk and facilitation of community (McAlexander and Schouten, 1998 (Firat and Dholakia, 1998) . Such "theaters" offer service contexts where value co-creation is forged in an interconnected system of commercially produced images, texts and objects (i.e. logotypes, sponsors) that individuals (fans) and groups use to make collective sense of their environments and to orient their members' experiences and lives (Kozinets, 2001) . In other words, Fan Fests are thematic and conceptual spaces in which cultural narratives, tales of athletic achievement and commercial symbols can be reworked to serve commercial and social aims and to channel fan experiences along certain trajectories (Arnould and Price 1993; Arnould; 1997; Arnould and Thompson, 1995) . As Fan Fasts have a narrative design that directs the course of fans' mental attention, experiences and related practices, they exert tight control on their brands, logos, sponsors, merchandising, even dress code of participants to exercise systematic effects over consuming experiences (McAlexander et al, 2002; Price and Arnould, 1999; Price et al, 1995) and enhance their service-scape management and quality. As Lauss and Szijetvari (2010) explain the Fan Fest is part of the technology of security, with the 'choreography of fan' in the Fan Fests a method of governing (controlling) spectators.
However, given that in Fan fests spectators could be more spontaneous than inside the stadium, customer participation can be a double-edged sword (Stieler et al., 2014; Stieler et al., 2016; Chan, 2010) . The experiences of Fan Fests are not always positive, as it has been pointed out by various hooliganism and anti-social incidents. This indicates the sophistication, unmanageability and uncontrollability of the practices fans and other stakeholders go through in terms of the co-creation or co-destruction of the experience (Carù Fan Fests thus raise a number of issues around the event organisation, context and experience. They have clearly been evolving and developing and many aspects require further research. The research that has been undertaken to date has primarily taken an operational and managerialist perspective, utilizing event management as a guiding approach, and focusing on concerns around security and governance. To some extent, the consumer participant in the Fan Fests has been 'lost'. Here, given the centrality of the fan to the Fan Fest, the approach is to consider the Fan Fest from the perspective of the consumer/participant. Given the paucity of such research to date, this study is essentially developed from the 'ground up' and seeks to utilize consumer experiences and observation its organizing and guiding principles. To understand the Fan Fest from the perspective of the While alternatives would fail to capture the participants 'voice' in situ and would potentially develop artificial boundaries in providing a richer understanding of the culture and context of behaviours, our ethnographic approach avoids such pitfalls and in light of the lack of previous research, adds most value at this point of our knowledge base. was being experienced were also recorded. This first step of data collection helped guide our second stage described below.
Interviews
The second stage of data collection involved semi-structured interviews. A total of twenty interviews with the purpose of capturing the fans' reasons for visiting the Fan Fest, allowing the participants to contemplate on their experiences were completed. Following McCabe (2000), the organization, flow and wording of questions changed from interview to interview as conversations progressed to allow for a mixture of responses (Veal, 1997) . Interviewees were encouraged to express their experiences in a sufficiently flexible manner to ensure themes were covered in the order most suited to them (Legard et al, 2003) . Topics included reflections on the reasons for visiting the Fan Fest, short/longer term responses and reactions to their Fan Fest visit and activities undertaken while at the Fan Fest. A number of general themes arising from the research questions however were kept in mind, including event management, social identity, security, atmosphere and fan participation, but without deliberately focusing only on them.
In all cases the interviewees were adults above 18 years old. Fifty participants agreed to take part and were contacted the next day of the Fan Fest (they attended) to best ensure that fan responses were not be overly influenced by spectator intoxication, a not unknown consequence of alcohol consumption when watching sports and football in particular. Twenty participants finally completed our interviews and were included to our analysis. Prior to the beginning of all interviews, participants had to read a code of practice, which outline the use of recording devices, confidentiality and anonymity matters. Along with this form, participants were asked to complete a demographics and life course information form including information such as age, nationality, education level, job, income and marital status. Table 1 presents a sample of our participant using pseudonyms.
-Insert Table 1 hereFor the analysis of both sets of data collected through our two stage data collection, an interpretive and explorative analytic stance was adopted that drew in the field researcher notes and the twenty interview transcriptions. The analysis was focused on exploring themes in the responses of the fans, making notes of themes as they transpired. All the themes were reviewed by the key authors of this paper through iterations of comparison and re-reading as to explore patterns and emerging issues and to clarify further aspects regarding the role of fans in value co-creation in Fan Fests.
Exploring the UEFA Fan Fest 2016 in Bordeaux
The narrative exploration of the Fan Fest is structured into two sections; the service and event setting, and the participants and experience. These sections allow coverage of the overarching research questions. Focusing on findings from our ethnographic research we consider the Fan Fest as a service ecosystem setting before focusing on interviews to encapsulate the experiences and role of fans on value co-creation in such service contexts. Regardless the football matches, numerous concerts took place on non-playing days. From the Bordeaux City Centre, fans were funneled towards a formal security entry point where security personnel required that no competing food and drink was brought into the Fan Fest, thus protecting the main sponsors. In addition, due to the recent terrorist attacks in France and Belgium, the security perimeter was doubled, the gates had metal detectors and there were searches at every entrance by a large number of stewards and video cameras.
The Fan Fest was essentially a marketer-created and controlled servicescape (McAlexander and Schouten, 1998; 1  2  3  4  5  6  7  8  9  10  11  12  13  14  15  16  17  18  19  20  21  22  23  24  25  26  27  28  29  30  31  32  33  34  35  36  37  38  39  40  41  42  43  44  45  46  47  48  49  50  51  52  53  54  55  56  57  58  59 
The Participants and the experience
The 'feel' of the Fan Fest depended on the crowd attracted at any time or point. The France versus Romania (opening) game and the Portugal Vs France (final) final game attracted by far the most spectators (UEFA estimates 12K). Other games attracted almost no fans and there were also wet days when there was little sense of a Fan Fest. The colorful dressing and national symbolism of the fans and their interaction with each other and as a crowd generated the atmosphere. The fans became the performers, for themselves primarily, but also for absent friends (the digital capture of the moment), other fans nearby (competition and culture being exchanged) and at times for the media. The deliberate encouragement of atmosphere by event organizers only worked to some extent, with the fans themselves more aware of their own role in developing the atmosphere.
From a consumer perspective an important benefit of taking part in a Fan Fest was the satisfaction of hedonic needs. Being part of a Fan Fest was characterized as emotionally intense, highly memorable and personally significant (McAlexander and Schouten, 1998) often providing more than simple enjoyment or what Arnould and Price (1993) actually German while the mother was Dutch) explained how they had been to Fan Fests in Germany some years ago and loved it so they were coming back, but this time bringing their 10-year old daughter to share the moment and 'to experience the atmosphere'.
While the question of the motivation of fans to attend the Fan Fest is beyond the purpose of this study, some insight was gleaned from interactions. These motivations altogether reinforce what Carù and Cova (2015) like to call 'co-creation of collective service experiences' and highlight the ambivalence and unmanageability of those fan practices involved in co-creation or co-destruction of value. For instance, when reflecting on their motivations for visiting the Fan Fest, the respondents portrayed national identity as being a key feature, as they often observed what it meant to them to be a French, Italian, British as part of a wider community. This notion around facilitation of community (McAlexander and Schouten, 1998) and building relationships 
can be discerned in one of our respondent's reflection: I am not a football fan but I went along because I guess I was in the area and I'd heard so much about it. Even though I do not know so much about football (and the French team), it feels like I owe it to the players and France for all their efforts to host a secure multi-cultural event after all these terroristic attacks. It is like yelling at them that we will not bend, we are ok, life will carry on.
Sportscape factors emerged as important aspects of the consuming experience (Carù and Cova, 2007) . These factors including accessibility, the screen quality, the space allocation, the overall spacious layout, all pointed to the aesthetic value of Fan Fests. In addition, the heightened entertainment and economic value (as being a free event) worked as Indeed that was the feeling of the final day, due to the sheer volume of spectators, their overwhelming single nationality and the difficulty of moving within the Fan Fest site.
When there were fewer spectators, the engagement and interaction was higher i.e. it felt less like a football crowd. Many more groups of teenagers congregated, some not even to watch the football, for social interaction. The five-a-side pitch was most of times busy (with more than 10 players from various cultural backgrounds in it every time). When Wales were playing their games, the majority of the crowd was passionate and Welsh fans would mix with other nationalities, casual locals or tourists just to enjoy the fact the Wales national team was playing for the first time in such level. All the above considerations point towards some similarity cues that may strengthen bonds among crowd members and serve as glue between individual group members in the context of collective football-viewing events (Stieler et al, 2016) . Fans in Fan Fests experience various emotions through the course of their consumption, whether individualistic, collective, sport-specific, or experience driven. These emotive practices often strengthen feelings of connectedness among crowd members in football-watching experiential service settings making the experience unique and memorable. However as emotions ebb and flow and humans remains humans, fan practices may also spur value codestruction as various hooliganism incidents have indicated. This brings up a balancing act for organizers and other stakeholder involved including fans in the collective co-creation of experiences. 1  2  3  4  5  6  7  8  9  10  11  12  13  14  15  16  17  18  19  20  21  22  23  24  25  26  27  28  29  30  31  32  33  34  35  36  37  38  39  40  41  42  43  44  45  46  47  48  49  50  51  52  53  54  55  56  57  58  59 In terms of our over-arching research questions, the participants' viewpoint of the latest Fan Fest depends on the character of the Fan Fest that they co-created and experienced.
Discussion and Conclusions
Despite all the event management elements, this varies depending on the participants at any time as the Fan Fest experience still currently remains embedded with the fans. Fans go to the Fan Fest because they allow affiliation with the main event and with each other recognizing the security and safety and the opportunity, but value the atmosphere, which they themselves are responsible for creating. The Fan Fest thus occupies this curious role of being corporately organized but consumer generated and activated; a service space that theoretically accommodated both SDL and CCT perspectives (for more on value creation semantics in a fan Fest ecosystem please see Table 2 ). Table 2 hereThe fans attending the Fan Fest take on different characteristics in the different situations. Participation is about people, not the products. The experience is a shared one rather than an individual or corporate one. In addition, the 'audience' do not appear to be the stereotypical football fan. Those attending may be there for various reasons, but mainly driven by the atmosphere and experience. This atmosphere is generated by the participants themselves, whilst the experience is often captured and transmitted to a wider audience, sometimes personal, sometimes public. Elements of this have always been there in stadia, but are now transformed both within the stadium, but also in these third places outside.
The Fan Fest is thus something of a chameleon, taking on the characteristics of its surroundings, focused on the participants. It adds to the sense of place, despite placelessness in that it offers a thematic and conceptual space where fans from all over the world can create their own stadium. As one of our Welsh respondents claimed when he heard in the news that there is no ticket left: 'What better way if you can't get over to the stadium than watching shoulder to shoulder with 10,000 other Welch supporters in the sun in a nice park'. Fan Fests are now accepted and expected at major sporting events.
Within this, there is a danger for the future, however. The development of Fan Fests across the world may be seen in a positive light by some, including sponsors and commercial organizations, but others will not be so enthusiastic. Excluded commercial operations will seek ways to make money and get their brand across, possibly by pushing boundaries of ambush marketing and demanding greater control over larger spaces. Consumers may begin to react adversely in some cases to such managed 'sterile' corporate approach to Fan Fests, as we have seen inside stadia before. Participants have hence to come first and be allowed to develop/co-create their own experiences as long as these experiences do not run directly counter to the reasons that initially spurred them to be part of a Fan Fest. This is a slippery slope for organizers as the role of companies (sport governing bodies, music agencies, sponsors, other organizations such as the Police, Emergency services etc) becomes less dominant. In line with Carù and Cova (2015) , this situation requires the pursue of a co-evolutionary perspectives of value cocreation in that companies should not only be kept responsible for the organization of consumer practices but also for the eradication of those manageable sportscape tangible and intangible attributes that may turn value co-creation into value co-destruction (Stieler et al, 2016) . In the case of Bordeaux Fan Fest, the choice to use plastic glasses and a deposit system when serving beer to fans had definitely an environmental scope and worked towards a cleaner Fan Fest. However, the congregation of fans in front of one bar (and the subsequent fights) by the end of the Fan Fest when fans altogether congested to receive their deposit back was a drawback that could have easily be resolved by the organizers with more points of recycling. Monitoring and reacting to collective consumer actions is a solution but certainly pro-action led by previous experiences is the step forward in collective value co-creation.
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Distribution and relational status of Value

Homogenous and Transactional
(From good to consumer)
Service-mediated heterogeneous and experiential
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